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| Cahners: Wireless 
Contract Values 
‘Soar Since 1998 


BY MARISA TORRIERI 

A turn of events last week surrounding the 
MCI WorldCom [WCOM] and Sprint [FON] 
merger left the wireless industry wondering not 
what WorldCom’s U.S. wireless strategy will be, 
but whether or not it will be a wireless player. 

“MCI WorldCom has been bouncing back and 
forth with ‘should they or shouldn’t they go into 
wireless’ for ten years,” says Herschel Shosteck, 
wireless industry analyst from Silver Spring, Md.- 
based consultancy Herschel Shosteck and As- 
sociates. On June 27, WorldCom withdrew its 
_ merger application to the European Union, fol- 
lowing news that the United States Justice De- 
partment would sue to block the merger with 
Sprint. 

The next day, WorldCom pushed itself even 
further from prospects of wireless data by drop- 
ping out of the German auction for third-genera- 
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Wireless Advertising: 


BY MARISA TORRIERI 
Although free or discounted Internet service 


and Starbucks 
Wireless Advertising's Audience 


Increase In Wireless Internet Users 


skim latte specials 
may make consum- 
ers feel the love for 
wireless advertising, 
the wireless industry 
better make sure it 
knows what it’s doing 
in pairing advertising 
with the new ser- 
vices. 


Users In Millions 


2003 


Source: International Data Corp. 


1999 


Growth in the number of people using Internet-enabled 
wireless phones, and personal digital assistants (PDAs) con- 
nected to the Web, is critical to growth of the fledgling wireless 
advertising industry. The market research firm, International 
Data Corp. predicts that wireless Internet use in the United 
States will increase 731 percent between 1999 and 2003. 


“The wire- 
less industry can’t 
handle advertising 
like idiots,” says Alan 
Reiter, president of 
Bethesda, Md.-based 


WorldCom’s World Completely ‘se 
Collapses as Merger Becomes Unlikely — 
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Tell Me Where The Music Is, But Don’t Spam Me With ‘The Spy Who Shagged Me’ 
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tion wireless spectrum. 

Some say dropping out of the auction foll 
ing the Justice Department’s lawsuit is pu 
coincidence, and that WorldCom will boun 
when the Sprint deal falls through, by t 


= 


wireless carrier such as VoiceStream Wirek 


less analyst. my 
Others say dropping out of oma s 3( 


consultancy Wireless Internet and Mobile 
Computing. “If people get spammed, it’s going 
to kill the industry before it starts.” | 
That means consumers want their advertise 
ments well-done, not medium-rare. They wanta 
sparse selection of content customized for their 
needs. They want coupons for services they 
enjoy and information about events they ordi- 
narily would attend. 
Wireless specialist Kelly Quinn from the 
Aberdeen Group, which is publishing a report 
on the topic next month, says carriers, content 
providers and advertisers will have to give a little 
before they can get any returns. ; 
“Successful advertising will have to consi st t 
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Cahners: Wireless Contract Values Soar Since 1998 


Ericsson [ERICY] leads a slew of wireless 
companies whose contract award values in- 
creased 22 percent between 1998 and 1999 to 
more than $28 billion worldwide, according toa 
new study released by the 
Cahners In-Stat Group. 

Dramatic increases in 
wireless-penetration rates and 
activity in Asia and South America contributed 
to the growth, as well as the movement to GPRS 
and WAP-enabled 2.5-generation and third-gen- 
eration systems, the study said. 

GSM-based technologies captured more 
than 34 percent of the awards, followed by 
CDMA with 28 percent of the awards, and 
TDMA with 18 percent. Although Ericsson 
lead in new contracts, its market share dropped 
10 percent from 1998, followed by Nokia 
[NOK], whose market share dropped 7 per- 
cent. 


Wireless Technology Can Take Temperatures, Too 

Sure, your personal digital assistant can give 
you the latest stock quotes, sports scores, and 
eventually, MP3s, but did you know it also mea- 
sures temperature? 

Datastick, eyeing the scientific community 
that needs to make meticulous temperature 
measurements of everything from water to food, 
just released MyCorder DAS-101T for Palm 
handhelds. The temperature-data acquisition 
system snaps on a Palm handheld, and allows 
the user to collect data over a single-channel sys- 
tem. MyCorder can be used for food-service 
inspection, plant safety inspection and other field 
applicatiors that require fast temperature log- 
ging, says Penny Melrose, vice president of mar- 


keting for DataStick Systems. 

“You can collect temperature pressure out 
in the field and send it to another computer,” 
Melrose said. “It plugs in on the modem part [of 
a Palm handheld device], you attach your sen- 
sors to.it, and it converts analog data to digital.” 

(Penny Melrose, Datastick Systems, 408/ 
615-5774) 


PrimeResponse teams with Deutsche Telekom 
Business to consumer marketing firm, 
PrimeResponse, Inc. [PRME] announced on 
Thursday that two wireless subsidiaries of 
Deutsche Telekom [DTE] will deploy the 
company’s Prime@Vantage Wireless product. 
PrimeResponse, located in Cambridge, Mass., 
and London, will assist Austrian based 
max.mobil and German wireless operator T- 
Mobil with an ability to analyze, plan, execute 
and track marketing campaigns across mul- 
tiple channels, including call center, direct mail, 
Web and e-mail, and also, wireless applications 
such as palm pilots, cellular phones Short 
Message Services (SMS) and Wireless Appli- 
cation Protocol (WAP). (Susanna Cesar, 
PrimeResponse, +44 (0)20 8580-0314) 


Wynd Brings a Helping Ear to GoAmerica 

On Thursday, Hackensack, N.J.-based, 
GoAmerica, Inc. [GOAM] a nationwide wire- 
less Internet-services provider, announced the 
completion of its acquisition of Wynd Commu- 
nications Corporation. Located in San Luis 
Obispo, California, Wynd is a leading provider of 
wireless-telecommunications services for 
people who are deaf, or hard of hearing. (Frank 
Elenio, GoAmerica, 201/996-1717) WON 
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Wireless Vendors Chase Generation Y 
With New Content, Services 


BY MARISA TORRIERI 

Could you afford wireless data living off your 
parents’ allowance? What if that allowance were 
$50 per week? 

That’s how much the average teenager 
earns every week, according to Teenage Re- 
search Unlimited. It’s also why wireless com- 
panies are working harder than Willy Wonka to 
hook kids on wireless delights. 

Last week, wireless entertainment applica- 
tion service provider MobileEngines announced 
plans to form a wireless generation X and Y advi- 
sory board to learn what 14- to 18-year-olds want 
with wireless data. 

“The big benefit for us is getting the product 
ideas,” said John Uhran, MobileEngines co- 
founder and president. 

The board seems to be making progress, 
proving even more that today’s generation of 
teenagers may be more technology-ready than 
some business executives. 

In one of his first meetings with teens, 
Uhran gave them wireless phones and told them 
to find a variety of information, including sports 
scores, company stock quotes and weather. 

“Tt was amazing how quickly they picked up 
with the navigation and the functionality,” Uhran 
said. “They have a real different perspective on 


the role technology plays in their lives.” 

Also last week, gURL.com, the Seventeen 
magazine of Internet sites for young women, 
paired with Generation Y wireless platform ven- 
dor Upoc. 

Upoc’s signature product is its wireless me- 
dia platform, which enables distribution of mo- 
bile content, community and commerce. 

gURL.com founders say wireless technol- 
ogy will enhance their Web offerings and pro- 
motions, and later on bring in more revenue in 
the e-commerce department when it comes to 
selling clothes and other merchandise. 

“For us it’s the first step in the more local- 
ized content gURL can provide,” said Heather 
McDonald, executive producer of gURL.com. 

According to Teenage Research Unlimited, 
20 percent of adolescents and teens own cell 
phones and 18 percent plan to purchase one in 
the next year. 

After seeing Japanese carrier NTT 
DoCoMo’s successful iMode model of sticky 
wireless content, which includes “Hello Kitty” 
screen savers, companies are enticed by the 
prospect of revenues in the billions. 

DoCoMo’s iMode service costs $25 a month 
and isa preferred method of communication among 
teens in Japan, with 28 million subscribers. 


WorldCom 
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it,” Shosteck says. “We’re anticipating the bids 
for 3G will collapse.” 

Either way, it better do something soon, or 
else the going will get tougher. 

While they would’ve gotten then debt-ridden 
wireless carrier Nextel for a low price a year 
ago, today Nextel is making money and wortha 
bigger chunk of change. 

“I still think they’re kicking themselves over 
Nextel,” Hyers says about the first WorldCom 
wireless merger failing. “The price for entry got 
much bigger since last summer.” 

“It’s going to be tough for WorldCom to owna 
nationwide wireless network,” says Barney 
Dewey, analyst from wireless consultancy An- 
drew Seybold’s Outlook. “What they need is 
to start buying up PCS properties - 
VoiceStreams.” 
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“They’re suffering more in their fear of how 
big wireless will be in the future,” Dewey says. 
“They see wireless is an important element in 
the telecommunications mix, and they want to 
be able to offer all kinds of wire- 
less services.” 

Meanwhile, all Sprint has to 
do is sit pretty and wait for some- 
one like Deutsche Telekom or 
BellSouth [BLS] to begin anew 
courtship, analysts say. 

“Deutsche Telekom’s prob- 
ably the major candidate for 
Sprint,” Shosteck says. 

Britain’s Times newspaper 
reported last week that DT is 
preparing to offer 66 billion 
pounds, or alittle more than $99 
billion, for Sprint as early as this week. 

“T would say Deutsche Telekom seems a good 
bet,” Hyers says. “They’re raising gadzooks of 
money right now trying to expand into the U.S. 
market.” (WON 
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“It’s going to be tough 

for WorldCom to own 

a nationwide wireless 
network?’ 


—Barney Dewey, 
analyst, 
Andrew Seybold’s 
Outlook 
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A Conversation With Motient Pre 


Last month, Ardis celebrated its 10" an- 
niversary of being commercially available. 
The network is currently being 
operated by Motient Corp. 
[MTNT] (formerly American 
Mobile Satellite Corp.). Motient President 
and CEO Walter Purnell Jr. recently took 
some time with 
WIRELESS 
DATA NEWS 
contributor and 
MOBILE SAT- 
ELLITE NEWS 
Editor Gregory 
Twachtman to 
discuss Ardis and 
the ever changing 
landscape of the 
wireless data in- 
dustry. Here ts 
what he had to 
say: 


Walter Purnell 


WIRELESS DATA NEWS: Can you give our 
readers a brief history of Ardis? 


WALTER PURNELL: In 1990, IBM [IBM] and 
Motorola [MOT] formed a joint venture to com- 
mercialize Ardis. Over the next several years 
we began to do the pioneering work of wireless 
data but things were kind of slow because the 
devices that were available were for use were 
$5,000 or $6,000 a copy so most folks couldn’t 
afford them. So it certainly wasn’t a consumer 
product. 

In 95, IBM sold their share of the venture to 
Motorola and Motorola asked me to step up and 
run the [venture]. We were looking for oppor- 
tunities to sell it and in 1998 American Mobile 
Satellite Corp. bought Ardis and integrated i it into 
the company. 

It was interesting why they did that because 
American Mobile had started out as a satellite 
voice system. About four or five years ago the 
board realized that that was a small niche mar- 
ket and probably wasn’t going to get there, as 
the two others (Globalstar [GSTRF] and Iri- 
dium) have found out. 

Management started redirecting the com- 
pany. The redirection took the form of moving it 
toward satellite data. One of the first things they 
did was acquire from Rockwell a business unit 
that was working with Ardis. 

Consequently, when we were for sale a year 
or so later, they picked up Ardis and I came along 
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with Ardis and they asked me to run the com- 
bined company. 

If you are familiar with the Palm Pilot and the 

Research In Motion [RIMM] 850 dnter@ctive 
pager), the emergence of products down in that 
class that are wirelessly enabled, we have prod- 
ucts that are affordable to the small business 
and consumer. 
WDN: When you look back over the past 
10 years, did you envision the wireless data 
market to be where it is today when you 
started with Ardis? 


WP: No, actually I envisioned alot more. Unfor- 
tunately, I was part of putting together the origi- 
nal business plan and we were all convinced that 
wireless data was going to take off quite a bit 
sooner that it has. Now in the last two years it 
has finally started to happen. I guess we thought 
the solutions were going to come down in price 
a lot quicker than they did. It really took five or 
six years before the device made serious moves 
toward affordability. 


WDN: Was that the only thing that hindered 
the development of wireless data? 


WP: That was the biggest one because most 
companies just could not afford that up-front capi- 
tal. When IBM first got into wireless data for 
their own field service, they spent several hun- 
dred million dollars to equip their people. UPS 
advertised that that spent $100 million on their 
second generation solution. Those are big num- 
bers. Most companies simply can’t afford that. 


WDN: Looking forward to the next 10 years, 
where do you see the market going? 


WP: Well, I think now the point of affordability 
has been reached. I think you are going to see 
paradigms that you saw with paging and cellular 
phones. It is now down to where small business 
person and the individual can afford this and I 
think you are going to see extremely rapid 
growth. 

Hopefully we will get some cohesion in pro- 
tocols. Right now, there is still one thing that 
is confusing customers and that is the alpha- 
bet soup of technology —- GPRS, CDMA, 
TDMA, PCS, ReFLEX, Mobitex, DataTac, all 
that stuff. Unlike Europe, we have not settled 
on any sort of standard as acountry and all the 
supposed standards are breaking down into 
splinter groups. There are three versions of 
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3G already that are incompatible and that cre- 
ates areal problem for customers who want to 
be truly mobile because the data solution has 
to be able to do what the voice solution does 
and that is roam. 

We have the good fortune of having the broad- 
est network in the country so a customer who 
comes on our network can roam virtually any- 
where they want to go. But some of these other 
technologies, this is just not true. For example, 
one of the big problems with CDPD is although 
it is a good technology, it never got deployed. 
You had 104 phone companies and each had to 
make a choice and a lot of them decided “no.” 
So you have holes all over the country and you 
don’t have half the coverage that us or 
BellSouth Wireless Data [BLS] has and that 
has just frustrated customers. 

I think there is going to be expansive growth 
and we are uniquely positioned to take advan- 
tage of that because our network is in place 
whereas the the rest of these folks are talking 
about what they are going to do over the next 
three to five years. 


WDN: What is next in line for Motient? 


WP: I think what you are going to see now that 
we have changed our name you are going to see 
alot more public awareness. We have been sort 
of reluctant in spending money on branding 
American Mobile because people did not under- 
stand what we did. They kept associating us 
that satellite voice system, which is still a piece 
of our business but a declining piece. We really 
wanted to create a new image and a new public 
awareness built around our ownership of the 
data satellites, XM Satellite Radio [XMSR] and 
the terrestrial networks. 


WDN: You mentioned the expansive growth 
of wireless data. Any predictions as to how 
big this market can get? 


WP: There are 100 million e-mail users. The 
question is how many of them would like to 
take it with them when they are away from 
their desktop? I think the answer is tens of 
millions of people. The industry analysts look 
at the products the people would like to use. 
They break the people into two generic cat- 
egories. One is the light user — somebody 
who maybe wants to get a few stock quotes, a 
page now and then, maybe driving directions 
from some web site — and for that type of a 
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light user, these new phones that do data as 
well are going to be fantastic. I think they are 
going to be extremely successful. 

But the bulk of this market, we believe, are 
the people who want to do a lot more than that. 
They are going to want to send as much as they 
receive. They are going to want to compose e- 
mail messages. And that type of person is not 
going to tolerate a numeric keypad as a form of 
data entry. We believe there is a multi-million 
unit market for the data-optimized devices like 
the RIM device and some of the others that are 
coming to market. 

We have the capacity in place for close to a 
million users right now and we have the capabil- 
ity to grow it well beyond that. Our plans call for 
us using that capacity and expand it well beyond 
that. 


WDN: How many users do you have right 
now? 


WP: As of the end of the first quarter, we an- 
nounced that we have 151,000 users. 


WDN: Is that on target with your internal 
projections? 


WP: Wall Street analysts are looking for a fan- 
tastic year for us. They are looking for us to 
grow 10,000 users in the first quarter, 20,000 
in the second, 30,000 in the third and 40,000 
in the fourth. We think those projections are 
doable. 

The reason that sort of acceleration is doable 
is because of eLink and the resellers that have 
signed up. Specifically SkyTel [WCOM] is our 
key reseller coming out of the block. TSR Wire- 
less and Metrocall [MCLL] are just beginning 
to resell it. Critical Path begins to resell it in the 
third quarter. IBM and Computer Associates 
[CA] are going to be reselling it, also. The chal- 
lenge now is going to be getting those folks up 
and running. They certainly have the horse- 
power to move that kind of volume. 

People have a funny impression about wire- 
less data. Everyone knows that if you have a 
phone jack in a wall, you can get Internet ac- 
cess. They lose sight of how few places there 
are phone jacks. But you give them a wireless 
device and all of a sudden they expect cover- 
age everywhere and it isn’t so it disappoints. 
You have to condition your audience and you 
want to disappoint as seldom as you possibly 
can. 
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Wireless Advertising 
from page I 


model is ideal for the low-end, prepaid, or cost- 
conscious consumer, it will not work for enter- 
prises. 

But the devil spam still lurks in the details. 
After clogging your inbox, he wants to tango with 
your text messages. 

Today’s Internet is practically synonymous 
with spam. Just open your Hotmail account and 
you'll discover that those eight new messages 
aren’t from your best buddy, and, in fact, were 
probably sent to millions of 
other “friends” as well. 

“The vendors out there 
from the advertisers side and 
the carrier side are already 
aware of that issue,” Quinn says. 
“There is the potential for 
churn that can arise from that.” 

Wireless advertising vendor 
WindWire has proceeded with 
caution into wireless advertis- 
ing with several new products. 

“Those issues are central to 
how we operate,” says David 
Wilson, WindWire’s vice presi- 
dent of business development 
and marketing. 

Its different products aim to 
make operations flow smoothly 
between the three spokes of wireless advertis- 
ing: the wireless carrier, the advertiser and the 
advertising network. 

It does this using its WindCaster advertising 
and marketing network as the middleman, facili- 
tating the process between the first two spokes 
in different ways. One of these includes taking 
advantage of the natural delay between signing 
onto the wireless Web and the Internet popping 
up on the screen, by slipping personalized ads 
into that time slot. 

“During the natural latency between when 
you dial anumber and when it connects, we can 
deliver ads and messages, so it adds no incre- 
mental airtime to your bill, but it takes advantage 
of that dead space,” says Wilson. 

WindWire execs say it’s important to give 
users incentives for advertising, such as a dis- 
count on a monthly service bill, and to use air- 
time efficiently. The company also has devised 
other methods, which it says deliver wireless 
ads to customers the smart way instead of the 
spam way. 

With the WindCaster system, the carrier 
owns the consumer data, and the consumer can 
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“All the parties 
involved in wireless 
advertising have to 
understand they can 

kill the golden goose 
if they send out too 
many differentiated 

ig they will be resentful if they feel 


—Alan Reiter, 
president, 
Wireless Internet and 
Mobile Computing 


decide what kind of advertising he wants to re- 
ceive and when, says Sean Harrison, WindWire 
CEO. 

“We will not arbitrarily send you an ad just 
when you pass something,” Harrison says. 

WindWire joins industry big brothers such 
as Geoworks [GWRX] and Ericsson [ERICY], 
the latter of which announced a mobile Internet 
Advertiser to broadcast WAP-based personalized 
ads on wireless devices, mid-March. 

Here’s the good news: A March survey of 
500 wireless subscribers by Washington-based 
Strategis Group found of those interested in 
having telematics services for emergencies (71 
percent), 77 percent are willing 
to receive advertising on their 
handsets to reduce or eliminate 
telematics service charges. 

Also in need of some tinker- 
ing: the issue of privacy and se- 
curity when wireless Internet 
use and mobile commerce 
come into the picture. 

While users may appreciate 
personalized advertisements, 


their every move is being 
watched. , 

People want to know, “What 
happens to your information 
when you sign up?” Reiter says. 

To be accepted by end users, 
the wireless industry must try 
to make advertisements as personalized as pos- 
sible, a feat that may be difficult to achieve. Al- 
though the advertising on Geoworks’ Mobile Atti- 
tude offers many benefits, including free wireless 
service, the categories of interest, which users fill 
out so they can receive advertisements that fit 
them individually, are too broad, Reiter says. 

“I would probably pay a fee just to never get 
anything like that,” says Reiter about receiving an 
advertisement on his Geoworks Mobile Attitude 
service for the compact-disc soundtrack of the 
“Austin Powers: The Spy Who Shagged Me’ film. 

Reiter, a classical-music fan, says genres such 
as music are too general for wireless advertising 
to hit the mark with the user. 

“You need categories [such as] gospel, clas- 
sical, rock and heavy metal,” Reiter says. 

Personalization goes beyond music prefer- 
ences. 

“All the parties involved in wireless advertis- 
ing have to understand they can kill the golden 
goose if they send out too many differentiated 
ads,” Reiter adds. 

(Alan Reiter, 301/951 - 0385; Kelly Quinn, 408/ 
268 - 9100; WindWire, 919/466 - 7300) WD 
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Don’t Fret About 
WorldCom And 
Sprint Stock 


BY MARISA TORRIERI 

All the hoopla about the MCI 
WorldCom [WCOM] and Sprint 
[FON] merger likely going kaput 
may make your stomach turn, but 
don’t sell your shares just yet. 

“The stock might be affected by it, 
but I’m pretty sure it will recover as we 
go ahead,” says Marjorie Saint-Aime, 
analyst with Pittsburg Institutional. 

The application was withdrawn last 
week after the U.S. Justice Department 
filed a lawsuit to halt the merger. Sprint 
shares dropped $1.18 to $58.37, while 
WorldCom rose $2.18 to $39.68 on 
June 27. 

Shares of WorldCom and Sprint 
were 45 7/8 and 51 points, respec- 
tively, at close of business Friday. 

One thing analysts agreed on: 
WorldCom better think fast, because 
sexy little carriers are getting taken. 

With Sprint, WorldCom would’ve 
gotten Sprint PCS [PCS]. 

“I think they do suffer [without 
wireless] to a certain degree,” says 
Jeff Pittsburg, financial analyst from 
Pittsburg Institutional. 

VoiceStream Wireless has been 
mentioned as WorldCom’s new con- 
quest, as has Nextel [NXTL], whose 
value has skyrocketed since May 
1999, when WorldCom withdrew its 
bid for the wireless carrier. 

For Sprint, analysts seem to pre- 
fer Deutsche Telekom. 

“Sprint PCS could be a natural fit for 
Deutsche Telekom,” Pittsburg says. 

Not to mention Sprint needs a 
sturdy supporter given its increasing 
setback against wireless carriers with 
better nationwide coverage, namely 
AT&T Wireless [AWE] and Verizon, 
the new company formed from Bell 
Atlantic [BEL] and GTE [GTE]. 

“There is a tremendous amount of 
buildout [Sprint PCS] needs to come 
close to the AT&T and Verizon network,” 
says Barney Dewey, wireless analyst 
from Andrew Seybold’s Outlook. 

(Pittsburg Institutional, 516/504-4510; 
Barney Dewey, 408/268 - 9100) CWDND 
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Manufacturers 
3Com 


Adaptive Broadband (2:1 Split 3/31) 


Alcatel 


Alpha Industries (2:1 Split 4/20) 


Ericsson (4:1 Split 5/8) 


Lucent 

Motorola (3:1 Split 6/2) 
Netro 

Nokia (4:1 Split 4/10) 
Nortel (2:1 Split 5/9) 
P-Com 

Phone.com 

Proxim 

Qualcomm 
Research in Motion 


Operators 
AT&T 


Aether 


BellSouth 
Metricom 
Nextel (2:1 split 6/7) 


Teligent 

Vodafone 

Weblink Wireless 
Winstar (3:2 split 3/2) 
Operators Index 


WDNI 
S&P500 
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Glenayre Technologies 


Manufacturers Index 


Advanced Radio Telecom.s 


Motient (Amer. Mobile Satellite) 


Nextlink (2:1 split 6/16) 
Sprint PCS (2:1 split 2/7) 


Percentage Change 
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The Last Word 
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Why Make A Wireless Data Service? Because It’s There 


Opinion By JOHN SULLIVAN 

My last column here notwithstanding, I don’t 
generally think of wireless data as an Orwellian 
nightmare, electronic hemlock or the manifes- 
tation of Satan’s dark vision on Earth. Really, ’m 
-a technophile, an early adopter. I bought an 
Apple Newton for Heaven’s sake. Twice! 

So if lalways seem to be dump- 
ing on the business in this col- 
umn, I swear it’s not because I 
have a deep-seated grudge 
against the whole concept of wireless data. It’s 
just that I keep seeing absurdly ambitious pro- 
jections for applications that make no sense to 
me at all, and it makes me all crotchety. 

I see so many wireless data applications get- 
ting shoved out so many wireless dot-com doors, 
not because anybody wants them, but because 
somebody figured out how to make them work 
and decided, “what the heck?” 

This is the way the old wireline world used to 
function, back when it was The Bell System. The 
engineers came up with ISDN. They had no idea 
whether or not anybody wanted or needed it. In- 
deed, the phone company still was getting used to 
the idea of letting us have phones that weren’t 
black. (Just try telling your kids someday about 
the world before the AT&T [T] breakup. I'll bet 
money they will literally not believe you.) 

So ISDN basically got tossed over the wall into 
the market space, and then the rest of us had to 
figure out what the heck to do with it. I actually 
remember the RBOCs trying to sell ISDN for a 
while by telling us how clear we’d sound on it. 

‘On the wireless data front, we have more ofa shot- 
gun approach. There are so many things coming out 
of the pipeline that some are bound to hit the target. 
Others are going to go wide. Very wide. 

The problem is knowing which ones are 
which, and the best advice I can offer at this 
stage is to think about apps that meet a desire 
for information on the go that you might have 
noticed before you started thinking about all this 
wireless Web stuff. 

One of my favorite applications in this area is 
*CD, which has been around for a while now. It 
lets you punch up a radio 
station’s call letters and 
get the title and artist of 
the song they’re playing 
right now — great for 
those times when you 
like the song you're hear- 
ing but can’t identify it. 
The service will offer to 
sell you the CD, in fact. 


to a store.” 
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“If ’m going to comparison 
shop, I'd do it before lever WEnD 


John Sullivan is a senior analyst in — 
Phillips’ Wireless Group. Look for his — 


opinion, and that of other in-house 
_ experts, in this space each issue. _ them. And that’s not 


That’s an application that fits the wireless 
network environment well since it generates only 
a couple short bursts of data and then it’s done. 
It also meshes well with the reality of the mobile 
user. It’s quick and simple. It fits inside that 
brief window of interest before something else 
catches your attention. 

’ On the other hand, we have some applica- 
tions that make sense for the network, but not 
for users. The growing number of comparison- 
shopping applications seems to me to fall 
squarely into this category. For examples look 
at mySimon.com and BarPoint.com. 

There’s nothing inherently wrong with these 
services, and they sound sort of like a good idea 
at first. But the more I think about using them in 
a mobile environment, the less worthwhile it all 
seems. 

Price lookup and comparison is one thing. I’ve 
done this on the Web for major purchases. It 
makes sense. But the idea behind the wireless 
version seems to be to literally stop before pur- 
chasing something in a store, scan a barcode or 
punch the number in on your keypad, and get 
prices from online vendors. 

For most products this just doesn’t make 
sense. For big-ticket items, why would I wait 
until I was in a store and then say, “I wonder, 
does this retailer happen to be the one with the 
best price on this particular item, or did I choose 
poorly?” If I’m going to comparison shop, I’d do 
it before I ever went to a store. 

For small things like groceries, what kind of 
savings is going to be worth the hassle of deal- 
ing with the application in the first place, and 
then running all over town to get the cheapest 
tomato soup from store A, the cheapest kitty 
litter from store B, and so on? 

There may be a middle range where price com- 
parison might be worth the trouble, but it seems a 
vanishingly narrow one to me. Besides, this whole 
concept seems aimed at impulse purchases, and if 
I’ve decided I want something, odds are I want it 
then, rather than waiting a week for delivery to 
save two bucks. 

In short, I admire the know-how that built 

these applications, and 
_ Tmalways willing — even 
- eager — to be proven 
wrong on user demand. 
But it seems to me that 
these services exist 
solely because someone 
_ figured out how. to make 
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